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Organizational Culture and Customer Relationship Management: 
A Simple Linear Regression Analysis  
Abstract 
Current study tries to investigate the combine effect of organizational culture factors on 
implementing Customer Relationship Management (CRM) in hotels. A questionnaire was 
administered among managers of a chain hotel in the UK and collected data was subjected to 
correlation and simple liner regression analysis. The results showed that creating cross 
functional teams, having culture of teamwork, committed and involved employees, adaptive 
and responsive attitudes towards change, information sharing, learning orientation and 
knowledge management, defined set of mission and visions and high degree of innovation are 
the main predictors for a successful CRM projects. 
Keyword: Customer Relationship Management, Organizational Culture, Hotel industry 
Introduction 
Hotel managers around the world are under pressure to increase the profitability with 
limited resources and under intensifying competition (Daghfous and Barkhi, 2009). Customer 
Relationship Management (CRM) has been proven to be a key strategy for improving 
customer satisfaction, retention and profitability in the hotel businesses (Lo et al., 2010). 
Although CRM projects have strong influence on business performance in the acquisition, 
critics point to their high failure rates. Frow et al. (2011) in their study mentioned that 22 
percent of CRM initiatives have a disappointing result (Economist Intelligence Unit, 2007) 
while AMR Research (2002) identifies that 20 percent of CRM initiatives damage customer 
relationships. Later AMR Research (2007) concludes that one in every three CRM 
deployments fails and fewer than 50 per cent of CRM projects fully meet expectations.  
Different arguments have been put forward to identify the failure factors of CRM 
projects (Frow et al., 2011). It has been proven that CRM failure cannot be attributed to any 
one factor instead there are some common reasons for the poor results of CRM initiatives 
(Grabner-Kraeuter et al., 2007; Payne and Frow, 2006; Kale, 2004; Day, 2000). Initially, 
researchers investigating reasons for the failure of CRM focused on tactical issues, including 
quality of data (Abbott et al., 2001), project management skills (Ebner et al., 2002) and 
technological skills (Croteau and Li, 2003). However, more recently, researchers have 
considered strategic and organizational aspects of CRM implementation (Kim and Kim, 
2008; Dimitriadis and Stevens, 2008; Rahimi and Gunlu, 2016). Among different 
organizational factors organizational culture has been identified by different researchers as 
one of the most important factor that enables or disables the achievement of desirable CRM 
outcomes (Buttle, 2004; Curry and Kkolou, 2004; Iriana and Buttle, 2006; Kale, 2004; 
Siriprasoetsin et al., 2011; Rahimi and Gunlu, 2016; Rahimi, 2017).  
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Investigating organizational culture impacts on CRM projects has been at the centre of 
attention by different researchers. Organizational culture is the combination of shared 
assumptions, values, and beliefs which work together to dictate how the company perform 
and implement its strategies. Previous studied with empirical approaches tried to investigate 
the relationship between a limited set of organizational culture factors and CRM 
implementations (Siriprasoetsin et al., 2011; Iriana and Buttle, 2006; Rahimi and Gunlu, 
2016). Rahimi and Gunlu (2016) in their study investigated the impact of fours organizational 
culture factors of adaptability, consistency, staff involvement and mission on implementing 
CRM in the hotel industry. In another study by Rahimi (2017) the impacts of organizational 
cultural factors on the three components of CRM (people, process and technology) has been 
investigated. While previous studies tried to investigate the impacts of a set of organizational 
culture factors on CRM implementation this is the first study that tries to investigating the 
combine effect of organizational culture factors on CRM implementation in the context of the 
hotel industry. The findings are beneficial for both academics and practitioners.  
Literature Review 
The key factors of success for hotel industries are not only the quality of the product or 
service offered, but also that of customer relationships (Olsen and Connolly, 2000). CRM 
solutions in hotel business aim to seek, gather and store the right guests’ information towards; 
identifying and retaining the most profitable customers and improving the profitability of less 
profitable customers, and develop the quality of the services by customizing them (Sigala and 
Connolly, 2004; Rahimi and Kozak, 2016). In this study CRM is considered as a customer-
oriented culture by which a strategy is created for acquiring, enhancing the profitability and 
retaining customers, that is enabled by an IT application; for achieving mutual benefits for 
both the organization and the customers (Rababah et al., 2010:223). 
Rahimi and Gunlu (20116) in their study mentioned that organizational culture is one of 
the crucial factors for successful CRM implementation in hotel businesses. Different studies 
have attempted to find organizational culture factors with potential impacts on CRM 
implementations. Galbreath and Rogers (1999) in their study found that defined set of 
mission and vision of the CRM strategy between all personnel and departments; move 
decision making processes down to all employees and front-line empowerment; motivating 
and involving employees; creating a learning environment and innovative atmosphere are 
essential to fill in the existing gap between CRM vision and its reality are essential to fill in 
the existing gap between CRM vision and its reality. Further Chen and Popovich (2003) in 
their study identified a set of organizational culture factors as predictors of a successful CRM 
program such as; having a customer centric culture; staff commitment and involvement and 
having a clear set of mission and vision about CRM goals. Rahimi and Gunlu (2016) in their 
study found that consistency and adaptability of the culture and sharing mission and vison of 
the company with the staff are critical organizational culture factors for successful CRM 
outcomes in hotels. Rahimi (2017) in her study found that organizational culture factors have 
a positive and significant impact on the three components of CRM. CRM implementation 
needs change in attitudes and processes hence organizational culture changes are required to 
Page 2 of 8
URL: http://mc.manuscriptcentral.com/whmm  Email: dgursoy@wsu.edu
Journal of Hospitality Marketing & Management
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50
51
52
53
54
55
56
57
58
59
60
For Peer Review Only
3 
 
encourage personnel to accept these changes (Mendoza et al., 2006). Alduwailah and Maged 
(2013) in their study mentioned that cultural aspects are the most important factor in success 
or failure of CRM and implementation will not succeed unless a proper cultural foundation 
exists.  
As mentioned earlier different studies tried to identify organizational culture factors 
that have potential impacts on CRM implementation. According to Rahimi and Gunlu (2016) 
and Rahimi (2017) following organizational culture factors are the main predictors of a 
successful CRM implementation: cross functional teams, culture of teamwork, committed and 
involved employees, adaptive and responsive attitudes towards change, information sharing, 
learning orientation and knowledge management, defined set of mission and visions, higher 
degree of innovation. Considering the critical role of organizational culture in hotel industry 
and current research tries to empirically investigate the impact of organizational culture (as a 
composite of above mentioned factors) on implementing CRM. Accordingly the below 
conceptual framework and hypothesis were proposed. 
Hypothesis: Organizational culture has a positive impact on CRM implementation of hotel. 
Figure 1 
Methodology 
An overview of the previous literature regarding organizational culture and CRM 
shows that identified organizational culture factors by Rahimi and Gunlu (2016) and Rahimi 
(2017) have overlaps with the organizational culture traits (consistency, adaptability, mission 
and involvement) defined by Denison organizational culture Model (Denison and Neala, 
1996). Hence Denison organizational culture survey selected to measure the organizational 
culture variable of the study. Based on the review of the literature Mendoza model (Mendoza 
et al., 2006) with the ability to measuring the three components of CRM outcomes (people, 
process and technology) is selected for measuring the CRM variable of the study. The 
questionnaire consisted of 86 questions and designed based on a 5-point Likert scale with an 
agree/disagree continuum. The first 60 questions were related to organisational culture and 
following 26 questions belong to CRM implementation. Last 6 questions were related to 
demographic details of respondents.  
A chain hotel from the UK was selected as the case of the research. The total 
population was 364 managers of all branches. The respondents had different managerial 
positions, including operations, front and back office, human resources, sales, food and 
beverage, duty, finance, conference and banqueting, housekeeping and general management. 
In total 235 completed questionnaires returned back. Partly completed questionnaires were 
disregarded and 214 questionnaires were used for the statistical analysis of the study. 
Collected data was subjected to correlation and simple liner regression analysis by using 
Statistical Package for the Social Sciences (SPSS) version 20. Cronbach's alpha test was 
conducted to check the reliability of the questionnaire. The total alpha coefficient of the 
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questionnaire was 0.95 (p< .001) and alpha coefficients for all items were ≤ 0.70 (p< .001) 
which are in the acceptable range (≤ 0.70) suggested by Nunnaly (1978). The internal 
consistency of the items also calculated. Careful examination of item-total correlations shown 
all correlations range from 0.33 to 0.78, which are above 0.32 levels suggested by Saxe and 
Weitz (1982). 
Results 
Demographic analysis showed that both male and female were equally distributed (53% 
female and 47% Male). More than 40% of the respondents were between the ages of 30 and 
39. 30% of the respondents had undergraduate degrees and 30% of the respondents were post 
graduate. Composite score for both variables is calculated by averaging representing items on 
the questionnaire. Organizational culture variable is calculated by averaging 60 responding 
items and CRM variable is calculated by averaging 26 its responding items. First correlation 
analyses were used to examine the relationship between two research variables. The results 
suggested that two variables are positively correlated and correlations were significant and 
equal to +.74 p< .001 two-tailed. Toward testing the hypothesis and finding whether 
organizational culture (independent factor) is the predictors of CRM implementation 
(dependent variable) simple liner regression analysis is conducted. Regression analysis first 
confirmed by testing the assumptions of normality, linearity, homoscedasticity, and 
independence of residuals, revealing that the residuals are normally distributed (Tabachnick 
and Fidell, 1996). According to F-value= 60.346 with sig < .05 of the regression test it can be 
said that the model has a good fit for the data. Both results showed that there is a positive and 
significant relationship between organizational cultures and CRM implementation hence 
proposed hypothesis is accepted. 
Discussion  
Current study tried to investigate the combine effect of organizational cultures factors 
on CRM implementation in the context of hotel industry. The correlation and regression 
analysis demonstrated that organizational culture has a positive and significant impact on 
CRM implementation in hotels. The results revealed that to achieve desired CRM outcomes 
general managers need to involve employees from different levels to set up cross functional 
teams. Teamwork should be fostered in the organization to create a work culture that values 
collaborations. All employees should be involved and engaged in the CRM project based on 
two way commitment and communication which not only enhance achieving CRM goals but 
also contributing to organisational and individual performance, productivity and well-being. 
CRM implementation needs change in attitudes and processes hence adaptive and responsive 
attitudes towards change is required and this needs to be done by focusing on individuals’ 
emotions and personality traits. There need to be an effective communication in about CRM 
initiatives by sharing information. This helps to establish clear expectations for employees, 
enhance their involvement and lead to new ideas and innovation. Learning orientation and 
knowledge management approach should also be applied and serves as a manager’s 
framework for improving the organization’s learning potential. By guiding managerial 
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intervention into the organization’s knowledge base, knowledge management serves as a 
management tool and one of the most critical resources for CRM success. Defined set of 
mission and visions and high degree of innovation are also critical for successful CRM 
outcomes.  
Limitations  
The finding of this study is based on the composite impact of organizational culture and 
CRM and as Rahimi and Gunlu (2016) and Rahimi (2017) mentioned the detailed impact of 
each organizational culture factor on CRM implementation might be different. Although 
organizational culture factors is one of the crucial factors for implementing CRM there are 
other organizational factors that should be considered . This research is conducted in the 
context of hotel industry and the result might be different for other industries. Due to the 
limitation in access to all employees, only managers were selected as the sample of the study 
and future studies with all staff may shows different results. 
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Figure 1: Conceptual Framework of Research 
 
      Organizational Culture                                                  CRM Implementation 
 Combine impact of  
• Cross functional teams;  
• Culture of teamwork; 
Committed and involved 
employees;  
• Adaptive and responsive 
attitudes towards change; 
Information sharing;  
• Learning orientation and 
knowledge management; 
• Defined set of mission and 
visions;  
• Higher degree of innovation 
 
People; Process and Technology 
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